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This is a thesis made by a student from tourism management degree program. The product 
of this is a description of a service product and the process of designing it for the employer 
ScanAdventures. The product is an art-themed group trip for 15 participants. The product 
was designed during spring 2016 and the tour was arranged in September 2016. 
 
The goal of the product was to design a unique tour for the employer ScanAdventures. The 
product was done as a part of an Erasmus internship, and the process of developing the 
product took place in ScanAdventures’ office in London. The goal of the product was to be 
profitable for ScanAdventures and to offer an unforgettable experience of travelling to Finland 
and exploring Finnish design for ScanAdventures’ clients. One of the goals was also to create 
a product that can be used again in ScanAdventures’ further business in either implementing 
it again or using it as a tool of advertising. The outcome of the process was a week-long tour 
that departed from London. The tour had three different locations in Finland: Helsinki, 
Jyväskylä and Fiskars. Besides flights, accommodation and transfers the tour also included 
various attractions and visits to different museums, venues and restaurants. 
 
The theoretical part of this thesis consists of explaining and studying the concept of service 
design and new service development. The theoretical part introduces and discusses the theo-
ries of developing and designing new services and the tools that are used in these process-
es, such as blueprinting. The outcome of this thesis is a series of blueprints, which visualizes 
the whole process of making the tour.  
 
The outcome of the project was successful. Both the employer (ScanAdventures) and the 
client who bought the service were happy with the final outcome. The leader of the group also 
booked the same tour again for next year, and requested tours to Stockholm as well. The 
employer got a big client and profitable value from the product. 
 
The goal of this thesis was to study existing knowledge of designing new services, and to use 
that information to create a guideline of developing a new service product for the client. The 
product is implemented from the employer’s (ScanAdventures) premises, and it aims to be a 
useful tool for the tour operator in the future. 
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1 Introduction 
This thesis is a product which was made for ScanAdventures, a tour operator in London. 
The product is a group trip to Finland, and it was designed by me as a part of my Erasmus 
internship in spring 2016. The tour was called Helsinki Design Week Tour, and it was tai-
lored for a gallery keeper from London and for her 14 colleagues from all around the 
world. They visited Finland during the Helsinki design week in September 2016, and they 
stayed for one week. They visited various attractions, museums and exhibitions in three 
different locations: Helsinki, Fiskars and Jyväskylä. The whole tour program was designed 
by me together with the client. The tour included flights, accommodation, visits to muse-
ums, transfers for the whole time in Finland and restaurant meals.  
 
The goal of my product was to design an unforgettable experience of Finnish design and 
the work of most famous Finnish artists for 15 people. These people have already seen 
and experienced a lot of different arts from different cultures all over the world. This tour 
was designed to be unique and something that has never been done before. One of the 
aims of the product was also to be profitable and useful in the future for my employer 
ScanAdventures. 
 
In this thesis the financial calculations of the product as well everything finance-related 
have been left out. This thesis focuses on the process of creating the service, not pricing 
it. The aim of this product is not to show how much profit was made and what did the final 
price of the tour consist of.  
  
This report starts with a theoretical study, which introduces the knowledge that already 
exists from the field of creating a service product. It all starts by defining what services 
are, and what levels does a service product have. In this part, I have studied different re-
searches and theories of service product, how to create a service product and what kind 
of different approaches there are in creating one. After opening the basic concepts and 
ideas, I go deeper into service design and new product design. One important tool of new 
service design is blueprinting, which is properly opened as a concept in chapter 4.  
 
The process of developing a service product is described by blueprints, which will serve 
as a tool in service design for the client ScanAdventures. The final product is introduced in 
the last chapter. Last chapter consists of evaluation of the process and my own thoughts 
about the tour and this thesis. 
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2 Service product 
Bowen, Kotler and Makens define the term product as follows: “A product is anything that 
can be offered to a market for attention, acquisition, use, or consumption that might satisfy 
a want or need. It includes physical objects, services, places, organizations and ideas.” 
(2014, 251). In the field of hospitality and tourism products are often larger complexes that 
consist of many different products and services. It is hard to think of any hospitality or 
travelling-related products which are not attached to services at all.  As described in the 
picture 1, services are abstract: They are variable, perishable, inseparable and intangible. 
They cannot be stored or seen before using them. (Bowen, Kotler, Makens 2014, 252). 
 
 
Picture 1. How to define a service. (Bowen, Kotler, Makens 2014, 39) 
 
2.1 Making an experience into a service product 
The Merriam-Webster Dictionary defines the noun experience as a process of doing and 
seeing things and of having things happen to you. (Merriam-Webster 2016). Service prod-
uct is often a package that consists of many different services that are built around the 
core service, experience. Core service is the reason why the whole company is in the 
market.  In addition to the core service there needs to be facilitating and supporting ser-
vices to make the whole service package work and to make the core service accessible. 
Facilitating services make the consuming of the core service possible, whereas supporting 
services add value to the product. The difference between facilitating and supporting ser-
vices is that facilitating services are the ones that supplier needs to offer in order to make 
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using the core service possible, and supporting services aren’t necessary for the core 
product, but they make the package more valuable. (Grönroos 2009, 224-227). 
 
 
Picture 2. The levels of service product (Grönroos 1998, 125.) 
 
If we take a week-long holiday to Finland for an example, the core product would be the 
experience. In order to get to Finland and experience the holiday, customer will need facil-
itating services: flights and accommodation. To make the experience even more fun, we 
can add supporting services, such as safaris, tour program or restaurant reservations. 
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3 Service Design 
Service design is a field of expertise that helps a company to acknowledge the strategic 
opportunities of its services, develop them and innovate new ones. Service design is a 
process that aims to combine customers’ expectations and needs in to a functioning prod-
uct while also fulfilling company’s own financial goals. By designing services company can 
benefit both the customer and itself, and also tries to bring more value to the product and 
stand out from competitors.  The goal of service design is to offer the best possible expe-
rience of the service to the customer. Services are not tangible, they are created in an 
interaction with a customer. The Customer forms their own experience by themselves, 
and it cannot be planned forehand. What can be done before the customer starts to expe-
rience supplier’s service, is design and plan that service to be excellent. That can be done 
by focusing on the critical points of customer experience by planning the whole process. 
(Tuulaniemi 2011, 24-27.) 
 
Service design as a noun can be defined in dozens of different ways. Stickdorn and 
Schneider (2001,34-45) have analyzed and opened the term ”service design”. According 
to them, service design can be illustrated by thinking it through five core principles: user-
centered, co-creative, sequencing, evidencing and holistic. In order to design services 
successfully, the supplier needs to speak same language as the customers. When suppli-
er sells services to the customer, there are at least a few contact points during the cus-
tomer path between the service provider and customer. In those moments it is important 
to aim the service to the customer in a right way and focus on listening and answering to 
the desires and needs of the customer. When the customer and service provider under-
stand each other, they can start designing a new service or improving an old one. One of 
the challenges is that there are more players in this game than just the provider and cus-
tomer: the stakeholders. To be co-creative, all the different people and companies from 
the different levels of the service product (core, supporting, facilitating) must be involved in 
the process. Depending on what kind of service is being designed, the number and type of 
stakeholders varies a lot. (Stickdorn & Schneider 2001,34-45.) 
 
The service also needs to be sequencing in order to be successful. This means that the 
service needs to be designed in such a way that creates a reasonable rhythm for the 
chain of actions, events and products that form the service. As an example, when design-
ing a tour to Finland from UK, it would be suitable and convenient for the customer to 
book a flight that arrives close to the check-in time of the hotel. If the tour operator would 
book an early morning flight the customer would have to wait with his luggage and try to 
kill time before he could check in to hotel. Or, if the tour operator would book a late even-
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ing flight the customer would arrive late and be too tired to do anything on the first night. 
Besides the sequencing, service design is evidencing. Even though services are intangi-
ble, the customer should be able to have some sort of evidence of those services. If the 
bill is the only thing that is left to customer’s hand after the service is consumed, he/she 
will most certainly not have the greatest memory of the experience. That is why the small 
things, such as souvenirs or even brochures matter, those leave a mark to the customer’s 
mind and can help them to return to the same service supplier later in the future. The tan-
gible components support the intangible core service. (Stickdorn & Schneider 2001,34-
45.) 
 
According to Tuulaniemi, service design can be visualized as a five-step process: 
 
Picture 3. Service design as a process. (Tuulaniemi 2011, 126-129.) 
 
Definition 
The process starts by defining its goal and forming a problem or question that needs to be 
solved. 
 
Research 
The next step is to collect information to form a mutual understanding of what will be de-
veloped, who is the target audience, what kind of resources can be used and where the 
process will be implemented. 
 
Planning 
Brainstorming and making prototypes of various ideas. Testing them by making proto-
types and discussing with target groups. 
 
Production 
Taking the service in to the market and launching the product. 
Definition Research Planning Production Evaluation 
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Evaluation 
Finally, evaluating how the process succeeded and measuring the customer experience, 
possibly making changes according to the feedback from customers.  
(Tuulaniemi 2011, 126-129.) 
 
Service design is an important tool in fields that are focused on experiences and service 
products, such as tour operators and travel agencies. As mentioned earlier, experience as 
a service is a complex of many different levels of a service product (core service, support-
ing services and facilitating services). Service design in experience-centric services, or as 
Zomerdijk and Voss refers, “experience design”, is creating the conditions that customer 
wants in order to be satisfied with the service. The key point of experience design is to 
engage the customer with the service and making it possible for him to connect with it in a 
memorable way. Successful engagement with the service leads in to a positive customer 
experience.  (Zomerdijk & Voss 2010, 68.) 
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4 New Product Development and New Service Development 
Productization of services is turning the know-how and performance into a service product 
that meets the customers’ needs and motives for buying and consuming the product. At 
the same time it forms a clear entirety that can be priced and sold. A service product of-
fers a satisfaction to the customer’s needs and a value that is often insubstantial but clear-
ly benefits the customer. (Tonder 2013, 14.)  
 
New product development (NPD) is a series of events and activities that starts from dis-
covering a market opportunity or a demand for something and ends to producing and sell-
ing the product. (Loch, Kavadias 2008, 3.) NPD is a widely-researched field of study, and 
there are many different frameworks and theories of it. Christopher Loch has introduced 
three influential framework papers from different eras. By discussing these theories, the 
evolution of NPD can be proved and explained. (Loch & Kavadias, 2008, 4-12.) 
 
4.1 The Deshmukh & Chikte theory and NPD Model (1980)  
 
 
Picture 4 Deshmukh and Chikte NPD Model (Loch, Kavadias 2008 4-12.) 
 
 The Deshmukh and Chickte Model emphasizes the importance of resources and re-
source management. According to Deshmukh and Chickte, research and development 
management should be focused on the inside of the company, and they have left out or-
ganizational issues. Because resources are controlling the decision making in NPD, there 
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are two main questions that need special attention: investment in resources that special-
ize in different tasks, and allocation of resources across various activities. This model fo-
cuses on the necessary capabilities, tools and methods that need to be built and used to 
get efficient results in developing a new product. (Loch, Kavadias 2008, 3-6.) 
 
4.2 Brown and Eisenhardt theory and NPD model (1995) 
 
Picture 5. Brown and Eisenhardt NPD Model (Loch, Kavadias 2008, 4-12.) 
 
Brown and Eisenhardt focuse on the organizational point of view when classifying the pro-
cess of NPD. According to them, the success in NPD comes from the strategic man-
agement of the company and their model does not focus on normative approaches. As 
they highlight the organizational point of view and the importance of management, 
communication and teamwork, they have also included customers’ involvement in their 
model. The Brown and Eisenhardt model doesn’t differ from the Deshmukh and Chick-
te model, it complements it by adding the organizational structure.  (Loch & Kavadias, 
2008, 4-12.) 
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4.3 Krishnan and Ulrich theory and NPD model (2001) 
 
 
Picture 6. Krishnan and Ulrich NPD Model. (Loch, Kavadias 2008 4-12.) 
 
Krishnan and Ulrich’s NPD theory is the newest one and it divides the literature in two 
large groups of success drivers: Decisions within the development project and decisions 
made before starting the development project. They have categorized NPD decisions from 
both groups in to three fundamental enablers: Product, Portfolio and Architecture. As pic-
tured above, the decisions in the Product category are focused on marketing and design, 
in Architecture category on architectural issues such as configuration of the supply chain 
or assembling the product and the organizational issues, and in Portfolio category on the 
issues and decisions that are considered from the strategic point of view in the develop-
ment process. (Loch & Kavadias, 2008, 4-12.) 
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4.4 New service development 
New service development (NSD) resembles a lot of NPD. There are also many different 
frameworks and studies of the NSD process. In 1996 Ramaswamy introduced his eight-
stage model of NSD. The eight steps of his framework are: 
 
1. Defining service design attributes 
2. Specifying performance standards 
3. Generating and evaluating design concepts 
4. Developing design details 
5. Implementing the design 
6. Measuring performance 
7. Assessing customer satisfaction 
8. Improving performance 
 
Loch and Kavadias have used this model as a basis for their own model, 5-D NSD frame-
work. The five Ds are: discover, define, design, deliver and Debug. The first D, discover-
ing new services is the first step in the process. Two main actions of discovering new ser-
vices are classifications of new services and techniques that can be used in identifying 
new services. There are many different opinions on how to classify services, and many 
different theories. Some professors separate services by service’s newness, while others 
try to identify the types of innovations from different kinds of perspectives: micro-level, 
macro-level, technological or marketing. According to Loch and Kavadias, there are many 
different techniques to identify a new service. Besides the traditional market research 
techniques there are many proactive ways to identify new services, such as evaluating 
alternative scenarios for the future, sponsoring major revenue generator events or doing 
customer case research, which aims to find out the real reason behind customer’s desire 
to by something. (Loch & Kavadias, 2008, 504-515.) 
 
The second step, defining new services, includes testing the service concept and making 
different kinds of analyses. The service concept can be viewed from three different an-
gles: The customer’s point of view, the employees’ point of view and the manager’s point 
of view. The service concept is the idea of service, and it can be very different depending 
of the person. To develop a concept, the service idea needs to be transformed in to one. 
In the process of testing the concept the service designer should evaluate the service and 
find out the responses of both customers and front-line personnel. Part of defining new 
services is also making a business analysis of the service. Business analysis consists of 
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market analysis, financial analysis, competitive analysis, technical feasibility appraisal and 
potential legality investigation. (Loch & Kavadias, 2008, 504-515.) 
 
Third stage of the 5-D model is designing a new service. In this step, the aim is to define 
specifications for service design. These specifications can be divided into three activities: 
service features design, delivery process design and delivery system design. These cate-
gories include many levels of designing processes in different fields, such as marketing, 
operations, service facility and information system design. (Loch & Kavadias, 2008, 504-
515.) 
 
Fourth step is delivering the new service. Delivering includes lots of testing and/or pilot run 
before actually launching the new service. The testing part is crucial because it reveals 
the possible flaws of the new service. (Loch & Kavadias, 2008, 504-515.) 
 
The final stage of the model, debugging, aims to identify two NSD research topics: identi-
fying success factors and implementing service recovery plans. This is the final touch of 
the service: even after all the testing there might be some small adjustments or modifica-
tions to make the service efficient before launching it. (Loch & Kavadias, 2008, 504-515.) 
 
Ian Alam and Chad Perry have also done some research of new service development. In 
their study they introduce a ten-stage model they have modified based on the earlier NSD 
models. The model is divided in to two different versions:  linear version and parallel 
version which contains concurrent steges of NSD process. There has been a lot of 
argumentation between researchers of which one of these is better tool in NSD, and that 
is why Alam and Perry have introduced them both. They claim that there is no right or 
wrong answers of which one to use, and the best results can be achieved when using 
them both as tools in NSD. (Alam & Perry 2002, 524-526.) 
 
Others say, that each of the phases should be done in their own turn: starting from phase 
one, completing it and moving to phase two. In the parallel model, some of the phases 
can be done at the same time, as one set and then proceed to the next phases. (Alam & 
Perry 2002, 524-526.) 
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Picture 7. The Alam and Perry model of NSD, 2002. (Alam & Perry 2002, 524-526.) 
 
The most successful companies in new service development keep on preparing and going 
through a systematical set of actions from establishing clear objectives to service launch-
ing and customer feedback. A well-designed service is a key driver in differentiation from 
competitors. (Bitner, Ostrom & Morgan 2007, 4). 
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4.5 Blueprinting  
Blueprinting is one way of designing new service. Blueprint is a chart or a map that visual-
izes the whole process of going through a service product step-by-step. The aim of a 
blueprint is to show all the pieces of the service on paper. Blueprint consists of those ac-
tions, processes, places, events, transfers and products that need to be used in making of 
the service for it to be successful. One of the benefits of blueprint as a tool is to recognize 
the possible failures or mistakes in the product before selling it to customers. (Chuang 
2007, 4-5.) Blueprinting is a crucial tool in product development that shows the entirely 
chain of actions and important phases, helps to create time schedules for the provider of 
the service and shows in which parts of the product should each of the service supplier do 
their part of the product. One of the crucial purposes of blueprint is to separate those pro-
cesses that are visible for the customers from the actions that are taking place in the so 
called “back office level”. It is also important to define customer’s different roles in each 
part of the service product’s lifespan. (Tonder, 2013. 97-101.) 
 
Even though service blueprinting reminds a lot of different kinds of business process 
models, as it is a visual chart of processes and activities, it differs from complex process 
models or product blueprint. Compared to other business models, service blueprints are 
more simple and they are easier to read for all the stakeholders involved in the process of 
making a service. According to Bitner, Ostrom and Morgan service blueprint consists of 
five different components that are physical evidence, customer actions, onstage/ visible 
contact employee actions, backstage/invisible contact employee actions and Support pro-
cesses. The process of making a service blueprint starts from putting these components 
in to a chart. (Bitner, Ostrom & Morgan 2007, 5-9.) 
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Picture 8. The five components of a blueprint. (Bitner, Ostrom & Morgan 2007, 5-9.) 
 
When the components are in order, it is time to locate all the actions and processes of the 
service in to the right places. As example, if there was a service blueprint for flying from 
London to Helsinki, the blueprint would look like this: 
 
Picture 9. Process of booking a flight and consuming it in Bitner, Ostrom & Morgan’s 
model. (Bitner, Ostrom & Morgan 2007, 5-9.) 
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When building a blueprint, it is important to start by thinking of the customer segment. As 
an example, when booking a flight, the blueprint above is clearly for a normal passenger. 
If the segment was first class business flyers, all the components would be different which 
again would make the actions different. Next important step is to define the customer ac-
tions. It is often unclear, where the service starts and where it ends in the customer´s 
eyes. As an example, many would think that the service ends when customer leaves the 
airport, but does it actually end when the airline is sending the customer a feedback re-
quest? After these first steps, the onstage and backstage actions can be defined. Accord-
ing to Bitner, Ostrom and Morgan the best results would be achieved if the thinking pro-
cess was developed in cross-functional teams that would have members from different 
groups of stakeholders. (Bitner, Ostrom & Morgan 2007 5-9). 
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5 The Process 
This product, a group trip for art collectors, was made by me in London during spring 
2016. The trip was executed in September 2016, and it had 15 attendants. They were all 
interested in arts and design, and the trip leader was a gallery owner from London. They 
visited Helsinki, Fiskars and Jyväskylä. The client first requested help in organizing this 
tour from Finnish embassy in London, and they directed her to contact ScanAdventures, 
the tour operator I was doing my internship for. 
 
5.1 ScanAdventures 
ScanAdventures is a small tour operator located in London. ScanAdventures is run by Ian 
Woolgar, a specialist of travelling in Scandinavia. Ian has two employees, adventure de-
signers Ulrika (Swedish) and Satu (Finnish). ScanAdventures arranges holidays to Fin-
land, Sweden, Iceland, Norway and Russia (Visa-free cruises only). Most of their clients 
are interested in travelling to Finnish Lapland, and the most requested destination is hotel 
Kakslauttanen in Saariselkä. ScanAdventures’ clients are mostly families and couples, but 
sometimes bigger groups as well.  
 
I worked for ScanAdventures as an intern for two and a half months is spring 2016. During 
my internship, I booked flights, hotels, cruises and safaris to the clients. I also got to de-
sign, market, price and sell holidays per customer’s wishes. My biggest client was a gal-
lery keeper from London and her 15 friends from UK and US. I designed an art-themed 
holiday to Finland for them, and the following part of this report describes the process of 
developing a service product for them.   
 
5.2 The design process 
In the following part, the whole process of creating this product is explained with blueprints 
from five different stages. The purpose of each blueprint is to visualize everything I did in 
order to develop this new service for ScanAdventures (NSD). The purpose of this product 
is to show how to create a tour for a group and explain all the actions in a step-by step 
guideline. 
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Picture 10. The process of creating the product.  
 
5.2.1 The customer’s request 
The process of creating my product started from an inquiry from the customer. The cus-
tomer was directed to call to ScanAdventures after first contacting the Finnish embassy in 
London. The customer called to our office and I picked up the phone and asked her how 
could I help. She asked if it would be possible to design a trip for her and her colleagues 
to Helsinki during the Helsinki design week in September 2016. I replied that of course it is 
possible and started to ask her a few questions regarding the inquiry. She gave me her e-
mail and we started messaging each other weekly and plan the tour. My supervisor Ian 
gave me a great responsibility and let me create this product and be in charge of this pro-
ject. Ian and my colleague Satu were also always ready to help me and brainstorm with 
me about different options that we could offer for the customer. 
 
 
 
 
1. Customers 
request 
2. Holiday 
proposals 
3. Hotel and flight 
allocations, 
booking forms to 
the client 
4. The deposit 
payments and 
confirmation 
invoices 
5. The final invoice 
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Picture 10. Blueprint of the 1st phase.  
 
5.2.2 Holiday Proposals 
I started by asking my client as many questions as possible. I asked for how long did they 
want to stay in Finland, and what kind of attractions they were interested to see and visit. I 
also asked for a number of attendants, but that was left open because the client was invit-
ing her friends to join the tour through the whole spring, so the group size was growing. At 
first, she asked me to design the tour for 6 people, but in the end there were 15 attend-
ants. This created a challenge, as I had to book hotels and flights on hold for many peo-
ple. I also had to change the bookings to be for more and more people as the group size 
kept on growing. This customer was a special customer because she was a leader of a 
Physical Evidence The Finnish 
embassy of 
London 
ScanAdventures’ 
office/ phone 
ScanAdventures’  
office 
Customer Actions Calling to the 
embassy 
Calling to the 
tour operator 
Receiving a 
promise that 
ScanAdventures 
can design a 
tour for her 
Onstage/Visible 
Contact Employee 
Actions 
Advising the 
client to contact 
ScanAdventures 
Answering to the 
request, letting 
the client know 
that her request 
of a holiday is 
possible to ar-
range 
Sending an e-
mail with a lot of 
questions and 
trying to get as 
much infor-
mation as possi-
ble 
Backstage/Invisible 
Contact Employee 
Actions 
 Brainstorming 
with supervisor 
and colleague, 
planning on how 
to start the co-
operation with a 
new client 
 
Support Processes    
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large group and very specific about what kind of art they wanted to see. The client wanted 
to visit Helsinki during the  Helsinki design week, which is a big event in Helsinki. Helsinki 
design week is an important attraction for Helsinki’s incoming tourism, and the hotels and 
restaurants can get very fully booked so the planning started early in April. The customer 
requested also attractions and visits to destinations to places designed by Alvar Aalto, and 
she also mentioned that they were interested to visit Fiskars village. After discussing with 
the client via e-mail and phone it was time to start planning and counting prices for the 
product. Because I knew that the customer was open for different kinds of solutions and 
they wanted us to innovate something interesting, I made four different options for them. 
 
 
Physical 
Evidence 
E-mail and 
Internet 
E-mail, 
phone 
Microsoft 
Excel 
E-mail E-mail 
Customer 
Actions 
Giving their 
expectations 
for the holi-
day 
- - Reading 
through the op-
tions, picking 
the best one 
Receiving 
the final 
holiday 
proposal 
Onstage/ 
Visible 
Contact 
Employee 
Actions 
Replying to 
customer’s 
e-mails 
- - Modifying the 
holiday proposal 
per customer’s 
wishes. Adding 
more attractions 
and leaving 
some of them 
out. 
Sending the 
final holiday 
proposal 
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Two weeks 
Picture 11. Blueprint of the second phase.  
 
I started to go through the Internet, and I visited in pages such as Fiskars.fi, Visit Helsin-
ki.fi, Alvar Aalto museum.fi. It was a strength of mine that I know a lot about Alvar Aalto 
and Helsinki. I discussed also a lot with my supervisor Ian and colleague Satu. They 
helped me to create a costing to Excel, and I copied the same chart to each of my four 
options. Then I contacted many hotels and asked for prices. I checked the flight prices for 
requested dates from flight booking system Amadeus. I contacted a few different Finnish 
private taxi and bus companies, and asked for offers. I choose Finnish transport company 
Kovanen based on their good cooperation and prices. I also knew that Kovanen has a bit 
classier cars and drivers and I thought that was very suitable for the client’s style. After I 
had the prices for flights, hotels, museum visits and Kovanen’s transfers, I started to add 
some extras to the options. In option A I had a visit to Finlandia hall in Helsinki, in option B 
a day visit to Fiskars, in option C overnight visits to Fiskars and Jyväskylä and in option D 
a day cruise to Tallin. I told the client about each option and gave her price estimations of 
all of them, and she finally chose option C, a week-long visit in Finland with one night in 
Fiskars and one night in Jyväskylä.  
 
After that I contacted Kovanen again and got their price offer for transfers to Fiskars and 
Jyväskylä as well. I checked the hotel prices for Hotel Glo Art in Helsinki, Hotel Wärdshus 
in Fiskars an Sokos Hotel Paviljonki in Jyväskylä. I calculated all together in Excel and 
added a profit and got approval from my superior before sending the final holiday proposal 
to the client (see attachment 1). After receiving this proposal, the client confirmed it and 
asked the tour to be for 10 participants. She also modified an invitation from the proposal I 
sent her, and started to send that to her colleagues from all over the world (see attach-
ment 2). 
 
5.2.3 Hotel and flight allocations, booking forms to the client 
When I had the client’s confirmation, I started to pre-book flights and hotels. I called to 
Finnair Group sales, and asked for a flight allocation for ten travelers. They confirmed the 
allocation for five weeks. I also booked on hold 10 single rooms from Glo Art, 5 twin rooms 
from hotel Wärdshus and 10 single rooms from Sokos Hotel Paviljonki. As I didn’t know if 
the participants were going to be couples or individuals, I got one month time for the book-
ings to exist before the rooms were going to be released. I also informed the customer 
that I need to have the list of participants in three weeks. Against my expectations, I had 
weekly calls from the client that the group size was growing and growing, which was great 
  
21 
but I also had to change the allocations and add more rooms to my bookings, so this 
product kept me busy for the three weeks even though those weeks were supposed to be 
easier since I had done most of the work in phases 1 and 2. 
 
 
One month 
Picture 12. Blueprint of the third phase.  
 
I also created the ScanAdventures’ booking forms (see attachment 3) and sent those to 
the client, so she could give them to her colleagues. Some of her colleagues sent the 
booking forms straight back to ScanAdventures office, and some of them sent them back 
to the customer who sent them to me. I collected them all and created a list of confirmed 
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and when 
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participants with their payment details, which helped in the next phase where I charged 
the deposit fees. 
 
5.2.4 The deposit payments and confirmation invoices 
When I had received the booking forms, I started to charge the deposit fee from partici-
pants. The deposit fee was £150, because my boss had advised me to always put the 
deposit payment to be as much as the flight prices were, because flights are non-
refundable, but hotel bookings can be cancelled for free. The deposits were charged form 
credit cards with a credit card reader we had in the office. After I had charged the depos-
its, I sent confirmation invoices for the participants.  Then I made the final bookings to the 
hotels, confirmed the number of passengers to Finnair group sales and confirmed the of-
fer I have gotten from transfer company Kovanen. I also saved all the confirmations I got 
from those companies and told them to send the invoices of their services to ScanAdven-
tures. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Two weeks  
Picture 13. Blueprint of the fourth phase. 
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5.2.5 The final invoices 
During my last weeks in London the client also wanted to add restaurants to the itinerary, 
which was made by my colleague Satu. The restaurant dinners and lunches were added 
to the participants’ final invoices as extras, and Satu was responsible of the arrangement. 
Satu also carried this project to the end and kept on being in contact with the customer. 
She created a lot of material, such as a “General information” letter to each of the partici-
pants (see attachment 4) which was sent to the customers with the final invoice (see at-
tachment 5) and flight tickets. 
 
Two weeks 
Picture 14. Blueprint of the final phase. 
 
The process of doing all the actions above lasted for many months. It was a big part of my 
internship and I did something related to this project almost daily. This product took a lot 
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of time and work to create partly because of the constantly growing number of partici-
pants. The most important tool in doing this product was e-mail, because I had to be in 
touch with the customer every week. I also sent her many links that could be useful and 
gave her inspiration. My supervisor also visited the client to check that she was satisfied 
with the process and everything was well taken care of. The process of creating this tour 
was a success, because the product turned out to be good and unique, and it satisfied the 
customer’s needs and hopes.  
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6 The Product 
The outcome of my process was a week-long holiday to Finland. It had 15 participants, 
and they had three different destinations. This product took place during Helsinki design 
week 2016 and it was built around art theme. The target group consisted of art collectors 
and gallery owners from around the world.  One important impact in this trip was Finnish 
designer Alvar Aalto. This tour was customized entirely as the customer wanted so it is 
unique and has never been done before. The dates of the tour were 8.9.2016-14.9.2016. 
The tour included flights, accommodation in three different locations, transfers between 
these locations, guided museum tours and visits and restaurant dinners. The tour program 
is described in below: 
 
Thursday 8
th
 of September 
Finnair flights from Heathrow 7.30 to Helsinki 12.20 
Accommodation in Glo Hotel Art, Comfort single rooms  
 
Friday 9
th
 of September 
Visit to Arabia factory in Helsinki 
Visit to Ulla-Maija Vikman’s Studio 
 
Saturday 10
th
 of September 
Visit to Alvar Aalto’s home and studio in Helsinki, Guided tour included 
Visit to Hvittrask Museum 
     
Sunday 11
th
 of September  
Leisure time in Helsinki 
 
Monday 12
th
 of September 
Transfer to Fiskars 
Guided tour in Fiskars village and the studios 
Dinner in Hotel Wardshus 
Accommodation in Twin rooms 
 
Tuesday 13
th
 of September 
Breakfast at Hotel Wardshus 
Transfer to Jyvaskyla 
Visit and Guided tour to Alvar Aalto Museum 
Accommodation in Sokos Hotel Paviljonki 
 
Wednesday 14
th
 of September 
Breakfast at Sokos Hotel Paviljonki 
Return transfer to Helsinki 
Return flights from Helsinki 16.00 to London, Heathrow 17.10 
Picture 15. The itinerary of the Helsinki Design Week tour.  
 
The group first flew to Helsinki from Heathrow airport in London. They arrived to Helsinki 
in the noon, and a driver from Kovanen was waiting for them at the airport. The driver took 
them to their hotel Glo Art which is located in Helsinki. During the first four days, the group 
had a tight schedule that included visits to Alvar Aalto’s home and studio, Hvittrask and 
many other attractions. They had bookings to various trendy restaurants in Helsinki.  
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 After four days, the group was transferred to Fiskars village in southern Finland. Fiskars 
village is known for its many artists and studios, and it is also home for many Finnish de-
sign products. In Fiskars the group accommodated in hotel Wärdshus, which is a cozy 
villa on a riverside. They also had a dinner in Wärdshus’ picturesque restaurant.  
 
 
 
Picture 16. A map of the tour locations in Finland.  
 
The final destination of the tour was Jyväskylä, a small city in middle Finland. In Jyväskylä 
the group visited Alvar Aalto museum and had a guided tour there. They spent their night 
in Sokos Hotel Paviljonki, which is a new, Finnish design-themed hotel in the city center. 
They checked out from the hotel on the morning of Wednesday 14th of September, and 
after that their driver from Kovanen took them to Helsinki Airport.  
 
 
6.1 Core Service 
This is a service product, and as mentioned earlier this thesis, service product is a pack-
age of intangible, inseparable, variable and perishable services. In order to make the core 
service to be approachable, there are many supporting and facilitating services built in to 
this tour. 
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The core product of this tour was the actual experience of Helsinki Design week, Alvar 
Aalto and Finnish Design. It was something that couldn’t be seen before actually being 
there, which is typical for a service product (see pages 2-3). 
 
6.2 Facilitating services 
Facilitating services for the core service, experience of arts and design week in Finland, 
are flights, accommodation and transfers. Flights were booked from Finnair, and hotels 
from different hotel companies in Finland. As the client was looking for something classy 
and not the cheapest options, I chose the following hotels from different destinations: 
 
- Helsinki Glo Hotel Art 
- Fiskars  Hotel Wärdshus 
- Jyväskylä  Solo Sokos Hotel Paviljonki 
 
There is no star rating system in Finland, but these hotels could be classified as 4-star 
hotels. they are all nicely decorated, and I also picked them because each of them had 
some extra features that I thought would add more value to the customer. As example, 
Glo Hotel Art is a unique hotel in an old castle in the Helsinki design district and Sokos 
Hotel Paviljonki has a lot of furniture and decoration designed by Finnish artists. 
 
The transfer company Kovanen drove the group around with a small bus that was suitable 
for 16 passengers. The driver also waited for the group while they were visiting the muse-
ums etc., so they could leave some of their belongings in the car. Kovanen also provided 
fresh water and snacks to their driving service, which gave a nice touch to the service. 
 
6.3 Supporting services 
Supporting services made this product unique and gave some extra value to the custom-
er. Supporting services in this case were the attractions and tours and the restaurants. 
They were the most difficult part in creating this product and they took the biggest part of 
my time. Booking them was fast, but it took time to find the ones the customer really liked 
and to build the schedule with all of them in a convenient order. In the tour there were 
altogether 9 different attractions and museum visits, and some of them were added to the 
product after I had left from ScanAdventures. The group member had some leisure time 
as well, and not all of their meals were included to the product. They had six meals in six 
different restaurants that ScanAdventures had arranged. The restaurants were picked 
together with the customer. 
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7 Conclusions 
I am happy with the outcome: this was the first time ever for me to design my own service 
product and it went very well. At first I was worried that there would be not enough inter-
ested participants, but that fear was unnecessary because there were more customers in 
the group than I could even expect. The only thing that created extra challenge was the 
constantly changing group size and tour itinerary. There was a lot of work, but in the end it 
is rewarding to hear that everything went well and I was able to meet the customer’s ex-
pectations. 
 
7.1 The outcome of this product 
The results for this process are great. We managed to book flights, hotels, transfers, res-
taurants, museum visits, guided tours and much more for 15 people. As I heard from 
ScanAdventures, everything went well except there were some small mistakes with the 
restaurant bookings. The customer was overall happy with the product and gave positive 
feedback (see attachment 6). The customer has also confirmed that she is willing to do 
the Helsinki Design Week tour again next year. 
 
Also, Ian Woolgar, the managing director of ScanAdventures, was happy with the result 
as well and the product was profitable for his company in many ways: moneywise and it 
led in to a new, big client who wants to buy holidays and group tours from ScanAdven-
tures in the future.  (See attachment 7.) I also put the tour to ScanAdventures’ web page, 
as an example of what ScanAdventures can design. I am glad that this product can be 
used again, and I hope that this thesis will work as a guideline for ScanAdventures’ future 
business.  
 
7.2 The evaluation of the thesis process  
This thesis was a lot of work for me. I did the product during spring in London, and I start-
ed writing the thesis part after summer. One of the biggest challenges was writing and 
doing research in English, which is my second language. In the end I do think that even 
though it would have been a lot easier to do this thesis in Finnish, it benefits me more and 
the process was more educative in English. It was also easier to find English sources and 
literature and use them in the theoretical part of my thesis. The schedule was really tight, 
and the amount of work put in to this thesis was big.  During this process I learned a lot 
about tour operating business and service design and I also developed my skills as a cus-
tomer service professional in the field of travel and tourism. 
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Attachments 
Attachment 1. Holiday proposal 
Makers and Museums Tour September 2016 
 
 
Thursday 8 September 
 Finnair flights from Heathrow to Helsinki 
08SEP   London, Heathrow 0730 - 1220 Helsinki 
 Accommodation in Glo Hotel Art, Comfort single rooms (Possible to upgrade to 
luxe(3rooms)) 
 
 
 
Comfort Single room 
 
 
Luxe Double/Twin room 
 
 
Friday 9 September 
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 Visit to Arabia factory in Helsinki 
 Visit to Ulla Maija Vikman’s Studio 
 
   
 
Saturday 10 September 
 Visit to Alvar Aalto’s home and studio in Helsinki, Guided tour included  
 Visit to Hvittrask Museum 
  
  
   
 
Sunday 11 September  
 
 Leisure time in Helsinki 
 
 
 
 
 
 
 
 
 
 
 
 
Monday 12 September 
 Transfer to Fiskars 
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 Guided tour in Fiskars village and the studios 
 Dinner in Hotel Wardshus 
 Accommodation in Twin rooms 
 
 
  
 
Tuesday 13 September 
 Breakfast at Hotel Wardshus 
 Transfer to Jyvaskyla 
 Visit and Guided tour to Alvar Aalto Museum 
 Accommodation in Sokos Hotel Paviljonki 
 
 
 
Wednesday 14 September 
 Breakfast at Hotel Paviljonki 
 Return transfer to Helsinki 
 Return flights to London 
WED 14SEP Helsinki 1600 - 1710  London, Heathrow 
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Price includes 
 
- Finnair return flights from UK 
- 1 piece of checked luggage per passenger  
- Coffee, water, blueberry juice service on the flight 
 
 Accommodation 
 
- 4 nights’ accommodation in Glo Hotel Art Helsinki 
o Standard Single room (or upgrade to Luxe) 
o Breakfast included 
- 1 nights’ accommodation in Hotel Wardshus in Fiskars 
o Twin room 
o Dinner and breakfast included 
- 1 nights’ accommodation in Sokos Hotel Paviljonki Jyvaskyla 
o Standard single room 
o Breakfast included  
  
Transfers  
o 8.9. Helsinki Airport – Glo Hotel Art Helsinki 
o 9.9. Glo Hotel Art Helsinki – Arabia factory – Ulla Maija Vikman – 
Lunch stop – Glo Hotel Art Helsinki  (6 hours) 
o 10.9. Glo Hotel Art Helsinki – Alvar Aalto’s home and studio – Hvit-
trask – Glo Hotel Art Helsinki (6 hours) 
o 12.9. Glo Hotel Art Helsinki – Fiskars  
o 13.9. Fiskars – Sokos Hotel Paviljonki Jyvaskyla 
o 14.9. Jyvaskyla – Helsinki Airport 
 
Guided tours 
- Guided tour in Alvar Aalto’s home and studio in Helsinki 
- Guided tour in Fiskars village 
- Guided tour in Alvar Aalto museum in Jyvaskyla 
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Attachment 2. Customer’s own invitation to her colleagues 
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Attachment 3. Booking form 
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Attachment 4. General Information 
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Attachment 5. Final Invoice 
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Attachment 6. Feedback from the client  
 
 
 
We had a great time in Finland and the participants greatly enjoyed the museums, the 
studio visits, the food and the hotels. And the weather! There were a few small hiccups 
but overall thank you for your efficient organization and hard work.  
 
We would love to meet up with you to debrief you on the tour and discuss the possibility of 
going to Denmark and Sweden. We will also like to repeat the Finnish tour too. Would it 
be possible to look at some maps of the 3 countries when you come? 
 
The beginning of next week - Tuesday or Wed would be great. 
 
Thank you again. 
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Attachment 7. Ian Woolgar’s words 
 
 
 
